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The advent of Internet-based business-to-business electronic commerce (B2B-EC) has 
brought about many benefits to enterprises in developed countries. It offers direct 
links between trading firms and their customers thus reducing operating costs and 
achieving quick response time. As such, enterprises in developing countries have 
begun to apply B2B-EC to their businesses, in order to achieve these benefits as well.  
 
This study examines current B2B-EC adoption decision by Chinese enterprises 
operating in mainland China. Based on previous IS adoption research and institutional 
theory drawn from the management of organization literature, this study empirically 
tests a research model which incorporates four factors: perceived benefits, internal 
support, institutional pressures, and cognitive constraints as main predictors of 
B2B-EC adoption intention. Data were collected from 102 firms through a mail 
questionnaire survey. The results, obtained from PLS analysis, show that perceived 
benefits, internal support, and institutional pressures are positively related to the 
adoption intention while the construct, cognitive constraints, has a negative effect on 
adoption intention of B2B-EC in Chinese firms. One practical implication arising 
from this study is the need to remove the cognitive constraints first in order to 
expedite adoption of B2B-EC in mainland China. 




CHAPTER 1: INTRODUCTION 
 
1.1 Background of study 
A significant economic trend of the past decade is the growing use of the Internet to 
conduct business (Williams et al., 2002). Along with the development of the Internet, 
the use of Internet-based information systems in inter-organizational business 
transactions and relationships has captured the attention of many researchers and 
practitioners (e.g. Liu and Arnett, 2000; Kshetri and Dholakia, 2002; Ranganathan, 
2003). The most prominent phenomenon is the advent of Internet-based 
business-to-business electronic commerce (B2B-EC). 
  
Following WTO (World Trade Organization, 1998), we define B2B-EC as any 
transaction carried out between organizations in which at least one of the following 
activities – production, distribution, marketing, sale or delivery – takes place by 
electronic means. Compared to business-to-consumer electronic commerce (B2C-EC), 
B2B-EC is growing faster, gains more profits, and has less unequal geographical 
distribution globally (Kshetri and Dholakia, 2002). In addition, B2B-EC offers direct 
links between trading firms and their customers. It enables an enterprise to bypass 
intermediaries and shorten the length of the distribution channel. Companies can 
benefit from this approach through the reduction of operation costs and clerical errors, 
rapid data exchange, and quick response time (Beatty et al., 2001). Worldwide 
enterprises have realized these benefits and many of them begun to apply B2B-EC to 




their businesses. The business press has reported many statistics on the expected 
growth of B2B-EC. For example, a report by eMarketer (2003) announced that the 
worldwide B2B-EC revenue will reach US$2.37 trillion by the end of 2004. 
 
B2B began from the use of one-to-one electronic data interchange (EDI) linkages. 
EDI is primarily used among closed trading partners to exchange information whereas 
the Internet-based B2B-EC promotes “open” communication with global users 
including the general public. Besides EDI, other traditional forms of B2B transactions 
include value-added networks (VAN), Intranet, Extranet, and direct link-ups with 
suppliers. Unlike these forms of B2B transactions, which help maintain existing 
inter-firm relationships, Internet-based B2B-EC also helps buyers search for sellers 
and sellers search for buyers to engage in transactions (Grewal et al., 2001). Further, 
these traditional B2B forms seem beyond the resource capacity of many small- and 
medium-sized enterprises (SMEs), but they are often required by SMEs to do business 
with a large company. Internet-based B2B-EC differs from traditional B2B in that it 
provides a better way to achieve a desired degree of interconnectivity without a huge 
investment on time, money and sophisticated technologies (Yau, 2002). 
 
The Internet provides two fundamental models of B2B-EC, namely E-marketplace 
and private exchanges (Ranganathan, 2003). On one hand, the web provides a forum 
for many firms to come together in a common electronic platform to conduct their 
businesses, thus enabling many-to-many relationships. On the other hand, the web 




could also enable a single firm to have one-to-many linkages with its customers, 




Figure 1 Models of Internet-based B2B-EC 
Source: Ranganathan, 2003 
 
1.2 Purpose of study 
Along with the potential growth of B2B-EC worldwide, factors driving the 
organizations’ decision or intention to adopt B2B-EC became an interesting research 
topic for researchers and practitioners. Do these organizations intend to adopt 
B2B-EC just because B2B-EC can bring them technological benefits? Do they face 
any external competitive and trading partner pressures that push them to adopt? Is 
there any requirement within organizations for adopting B2B-EC? In addition, 
although the adoption of B2B-EC is prevalent in most Western countries such as the 
United States (US) and the United Kingdom (UK) (e.g. Reiley and Spulber, 2000; 
Grewal et al., 2001; Min and Galle, 2003), few studies have been done in the Asian 









countries have some structural or cultural constraints which may hinder the 
development of B2B-EC. This then begs the next research question: what are the main 
constraints that prevent the decision makers’ inclination to adopt B2B-EC? Are the 
factors that influence the adoption intention the same between Western and Asian 
countries? Further, while most prior studies have examined factors affecting the 
adoption of traditional forms of B2B transactions such as EDI (e.g. Iacovou et al., 
1995; Chwelos et al., 2001; Kuan and Chau, 2001), relatively few studies have been 
published relating to the adoption of Internet-based B2B-EC (Min and Galle, 2003).  
 
Hence, the purpose of this study is to examine the factors that influence B2B-EC 
adoption in mainland China. To better understand the main facilitators and inhibitors, 
this study proposes a research model based on previous IS adoption literature and 
institutional theory from the management of organization literature. Four factors: 
perceived benefits, internal support, institutional pressures, and cognitive constraints 
are identified as main predictors of B2B-EC adoption intention. 
 
1.3 Structure of study 
This thesis is organized as follows. The next Chapter provides an introduction of the 
current B2B-EC development in China. In this chapter, four aspects: the development 
of the Internet in China, the current use of Internet-based B2B-EC in China, industry 
participation, and current issues of B2B-EC faced by Chinese firms are illustrated. 
Next, Chapter 3 introduces the theories and previous studies on IS adoption.  





After the literature review, the research model and related hypotheses are described. 
In Chapter 5, questionnaire survey method is presented. Next, data analysis and 
results are presented in Chapter 6, followed by the research findings which are 
discussed in Chapter 7.  Finally, the study concludes with its contributions, 




















CHAPTER 2: CURRENT DEVELOPMENT OF B2B-EC IN CHINA 
 
China is a developing country which has joined the WTO in 2001. It has a different 
social and cultural background compared to Western countries such as the US and UK 
where firms began to conduct transactions by using Internet-based B2B-EC in the mid 
1990s. Following their Western counterparts, many Chinese firms realize the benefits 
of applying B2B-EC to their businesses in recent years. However, traditional B2B 
solutions such as EDI and VAN are expensive and only accessible to larger firms. 
Consequently, many corporate suppliers and customers in China are looking for 
Internet-based solutions to streamline their procurement procedures and to reduce the 
cost of establishing trading relationship by conducting trading transactions 
electronically (Martinsons, 2002). Hence, these firms perceive Internet-based 
B2B-EC as a way of catching up with their peers in the West. 
 
A national survey (CCIDnet, 2002) shows that the total B2B-EC amount transacted in 
2001 is 107.5 billion RMB, which is 1.4 times of that in 2000. This rate will be 
sustained at about 129% for the next few years. According to the Goldman Sachs’ 
(2003) report, the turnover of all B2B-EC in Asia will reach US$440 billion by 2005, 
and China is predicted to be the largest market of B2B-EC in Asia.  
 
Despite this, there are still many impediments to the growth of B2B-EC, such as the 
lack of promotion and dissemination of B2B-EC related information, poor logistics 




and distribution channels, the lack of Web security, and insufficient legal protection 
(Peng, 2003). Also, most Chinese firms have little familiarity with Internet-based 
B2B-EC (Zhao, 2002). To better understand the state of the current development and 
issues of B2B-EC in China, four aspects are presented in this section, namely, the 
development of the Internet in China, the current use of Internet-based B2B-EC in 
China, industry participation in B2B-EC, and current issues of B2B-EC faced by firms 
in China.  
 
2.1 Development of the Internet in China 
With the growing diffusion of the Internet, the number of computer hosts and Internet 
users in China has been increasing annually since 1997. A national survey report 
conducted by the China Internet Network Information Center (CNNIC, 2004) shows 
that by the end of January 2004, the total number of computer hosts in China is 30.89 
million, and the total number of Internet users in China is 79.5 million. In 1997, the 
Chinese government mandated that the CNNIC conduct the statistical survey 
semi-annually (in January and July), with the support of other domestic network 
organizations. As indicated in Figure 2, the semi-annual survey shows an increasing 
trend in Internet usage, namely about 20 percent increase year-on-year or a possessing 
a functional form y=15.64(t)1.997. This acceleration in Internet penetration in China 
will provide the basis for the future development of B2B-EC among Chinese 
enterprises.  
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Figure 2 Total Number of Computer Hosts from Oct. 1997 to Jan.2004  
Source: CNNIC, 2004 
 
2.2 Current use of Internet-based B2B-EC in China 
At the end of 2001, there were 1345 B2B websites in China, of which only 667 
remain active (CCIDnet, 2002). These websites (for example, www.alibaba.com.cn 
and www.ccec.com.cn (China National Commodity Exchange Center)) assist both 
buyers and sellers in finding trade opportunities and promoting their business online. 
However, there are also many B2B websites of large enterprises which are restricted 
to only trading partners involved in their supply chain. In the area of wholesale, most 
enterprises use their websites mainly for posting product and service information, 
instead of trading. Figure 3 shows the main uses of B2B-EC among Chinese firms. 
These B2B websites are generally limited in their usage. This failure to make full use 
of an established website can be considered as a waste of organizational resources.  
 
The reason for this waste may be due to the lack of knowledge about the functions 




and uses of B2B-EC. Thus, firms with established B2B websites cannot enjoy the full 
benefits that B2B-EC provides. They may then disseminate the incomplete 
information about the benefits of B2B-EC to their competitors and trading partners. 

























Figure 3 Current Uses of B2B-EC among Chinese Firms 
Source: CCIDnet, 2002 
 
2.3 Industry Participation in B2B-EC in China 
Surveys conducted by the CCIDnet also show that by 2001, the adoption rate of 
B2B-EC among Chinese enterprises is only 22.3%. Figure 4 shows each industry’s 
proportion of B2B-EC participation. Among all industries, electronics (35.1%) and 
automobile (32.3%) account for the largest percentage of B2B-EC while architecture 
(8.6%) and electric power (8.3%) have the smallest percentage. Specific industry 
characteristics and the drastic competition after China’s entry to the WTO are 
probably the main reasons for such a distribution. As B2B-EC continues to grow in 




China, there is a need to investigate the current B2B-EC penetration rate and industry 


















Figure 4 Participation in B2B-EC by industry 
Source: CCIDnet, 2002 
 
2.4 Current Issues of B2B-EC in China 
According to Zhao (2002), the main inhibitor of the development of B2B-EC among 
Chinese firms is the low level of knowledge about B2B-EC. In her research, 69% of 
Chinese firms reported having a superficial knowledge of B2B-EC. Specifically, they 
do not know the benefits of B2B-EC, they do not know how many of their 
competitors and trading partners are using B2B-EC, and they do not even know the 
main functions of B2B-EC.  





Culture is also an impediment to the development of B2B-EC in China (Chinabyte, 
2003). In Chinese culture, Guanxi, or business relationships that mainly depend on 
long-term established trust on a relative or historical basis, is perceived as a main 
resource for conducting business (Martinsons and Westwood, 1997; Hsiao, 2003). 
The Chinese prefer communicating face-to-face. Private meetings rather than written 
memos or reports are the primary means of communication in Chinese business 
history (Martinsons and Westwood, 1997). However, doing businesses by B2B-EC 
only requires firms to conduct their transactions online. This change makes traditional 
Chinese businessmen feel insecure as they may perceive B2B-EC to be violating their 
legitimate business norms. As a response, they may revert to the patrimonial way of 
conducting business.  
 
Thus, while there is significant development of the Internet and Internet-based 
information systems, there are still many impediments to the growth of B2B-EC in 
China. Hence, this study uses previous IS adoption studies and theories from the 











CHAPTER 3: LITERATURE REVIEW 
 
Adoption is a widely researched phenomenon that has gained currency as a means of 
investigating the diffusion of innovation (Brancheau and Wetherbe, 1990). This topic 
has been investigated in the literature for many years. Many studies have examined 
issues related to innovation adoption and developed several research models to guide 
inquiry into this phenomenon (Iacovou et al., 1995; Premkumar and Ramamurthy, 
1995; Chwelos et al., 2001; Teo et al., 2003).   
 
3.1 Previous Research on IS Adoption 
Prior research on EDI adoption provides some fundamental approaches for the study 
of IS adoption. The basis is the diffusion of innovations (DOI) theory (Rogers, 1983), 
which focuses on the perceived characteristics of a particular innovation. It posits that 
the diffusion of an innovation such as EDI depends on five general attributes - relative 
advantage, compatibility, complexity, observability, and trialability (Rogers, 1983). A 
variety of research models and measurements have been developed based on this 
theoretical framework (e.g. Tornatzky and Klein, 1982; Premkumar and Nilakanta, 
1994) However, examining only the level of EDI adoption from the technological 
perspective is insufficient. Hence, researchers have also investigated the internal 
(organizational) and external (environmental) characteristics affecting adoption in 
addition to the inherent attributes of technology. The organizational context describes 
the organizational characteristics such as firm size, top management support, technical 




expertise, and the amount of financial resources available internally. The external 
environment encompasses the firm’s competitors and trading partners which can be 
explained from the institutional perspective. We will describe this aspect later. 
 
From the review of IS adoption research, the factor, perceived benefits, is consistently 
found to be a good predictor of IS adoption. Most researchers have included this 
factor in their models and validated it as an important determinant factor because it is 
a main driver to any internal change. In addition, the internal support within 
organizations also cannot be neglected because the adoption of new information 
systems sometimes requires internal support for approval. The lack of internal support 
will constrain the intention to adopt B2B-EC. Therefore, this study selects these two 
factors as predictors to adoption intention of B2B-EC in our research model.  
 
The relevant IS adoption literature reviewed in this study is taken from MIS Quarterly, 
Information Systems Research, Information & Management, Journal of Management 
Information Systems, Decision Sciences, Organization Science, International Journal 
of Electronic Commerce, and IEEE Transactions on Engineering Management 
between 1993 and 2003 (Appendix 1). We find that the studies published before 2002 
focus on the adoption of EDI while recent studies focus more on the Internet-based 
B2B-EC, examining the factors influencing B2B-EC adoption. 
 
To help explain the B2B-EC adoption intention of Chinese non-adopter firms, factors 




from institutional theory are added to this study. Recently, Teo et al. (2003) 
empirically tested three institutional pressures that significantly influence the 
intention to adopt inter-organizational linkages (IOL). Their study broadened the 
range of IS adoption research and provided strong support for institutional-based 
variables as predictors of IS adoption. This study extends Teo et al. (2003)’s work by 
examining B2B-EC adoption intention using institutional theory (Meyer and Rowan, 
1977; DiMaggio and Powell, 1983; Zucker, 1987; Scott, 1995) in the context of China 
firms. 
 
3.2 Institutional Theory 
The institutional approach argues that in modern societies where enterprises are 
represented as systems of rationally ordered rules and activities, organizational 
practices and changes become readily accepted as legitimate and rational means to 
achieve organizational goals (Weber, 1946). According to Meyer and Rowan (1977), 
firms are driven to incorporate the practices and procedures defined by prevailing 
legitimate concepts in society. They claim “organizations that do so increase their 
legitimacy and their survival prospects, independent of the immediate efficacy of the 
acquired practices and procedures” (p.340), that is, to attain legitimacy, firms tend to 
conform to institutional norms while limiting their changes at the legitimate level, 
even when organizational efficiency is threatened. Suchman (1995) constructed 
legitimacy as “a generalized perception or assumption that the actions of an entity are 
desirable, proper, or appropriate within some socially constructed system of norms, 




values, beliefs, and definitions” (p. 574). 
 
Institutional theorists posit that an organization’s non-choice behaviors can occur and 
persist, through the exercise of habit, convention, convenience, or social obligation 
(Oliver, 1991). That is to say, some organizational phenomena are not the outcome of 
rational choice based on technical consideration, but on the taken-for-granted nature 
of the decisions made or on the pressures to maintain legitimacy, or both. The new 
institutional approach divides enterprises into “technical” and “institutional” 
categories by their environmental influences (Scott and Meyer, 1983; King et al., 
1994). The “technical” enterprises refer to firms operating in a marketplace where 
production efficiency is the key goal while “institutional” enterprises refer to firms 
operating in a context of law and procedure, where the legitimacy of process is as 
important as the goal. In Roberts and Greenwood (1997)’s study of organizational 
design adoption, they proposed a constrained-efficiency framework which argues that 
“organizations are efficiency seeking under cognitive constraints and institutional 
pressures, as opposed to efficiency optimizing” (p.347). Two constructs, institutional 
pressures and cognitive constraints, were identified from their work which could be 
perceived as main predictors to the firm’s intention to change internally. Institutional 
pressures refer to pressures coming from trading partners, competitors, or both that is 
perceived by an organization. Cognitive constraints refer to the decision maker’s 
cognitive limitations. Constraints mainly come from the decision maker’s knowledge 
about new things and his/her attitude toward changes. 





DiMaggio and Powell (1983) stated that firms face pressures to conform to shared 
notions of appropriate forms and behaviors, since violating these notions may threaten 
their legitimacy and thus affect their ability to secure resources and social support. 
These pressures may also have a strong effect on decision making as firms neither 
wishes to lose their trading partners, nor be bypassed by competition. When a large 
number of firms adopt an innovation, this innovation thus becomes legitimized. 
Rather than asking ‘why do it’, firms begin to ask ‘who is doing it’ and ‘why are we 
not doing it’ (Beatty et al., 2001). According to Burt (1987), firms are pressured to be 
isomorphic with their environment, which incorporates both structural equivalence 
and interconnectedness. Structural equivalence refers to firms occupying a similar 
position in their industry environment (competitors) while interconnectedness refers 
to firms characterized by the existence of transactions tying to one another (trading 
partners).  
 
Furthermore, DiMaggio and Powell (1983) classified three types of institutional 
pressures namely coercive pressures, normative pressures, and mimetic pressures and 
suggested that coercive and normative pressures normally operate through 
interconnected relations while mimetic pressures act through structural equivalence. 
That is to say, both coercive pressures and normative pressures are from trading 
partners while mimetic pressures are from competitors. By using DiMaggio and 
Powell (1983)’s classifications, Teo et al. (2003) empirically tested an IT-based 




inter-organizational linkages (IOL) adoption model. They claimed “there has been no 
previous research on the predicted relationship between institutional variables and the 
adoption of IT-based IOL by organizations” (p. 21). Their results show that all three 
institutional pressures had a significant influence on the firm’s intention to adopt IOL. 
Moreover, their results provide strong support for institutional-based variables as 
predictors of adoption intention for inter-organizational linkages, such as B2B-EC.  
 
Institutional theory provides an additional view to examine the current phenomena of 
B2B-EC adoption intention in China. From the previous IS adoption research, we find 
that the perceived benefits of a certain innovation and internal support within 
organizations significantly affect the adoption intention. However, only using these 
two factors is not enough to explain current B2B-EC adoption among Chinese 
enterprises. Hence, this study also includes institutional pressures and cognitive 













CHAPTER 4: RESEARCH MODEL AND HYPOTHESES 
 
Prior research on IS adoption and institutional theory suggests that an integrated 
B2B-EC adoption model should incorporate both factors from innovation and 
institutional perspectives. Four factors are identified as potential predictors to 
B2B-EC adoption intention: perceived benefits, internal support, institutional 
pressures, and cognitive constraints. Figure 5 depicts the research model.  
 
Figure 5 Research Model for B2B-EC Adoption  
 
4.1 Perceived Benefits 
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organization after adopting it. As argued by Rogers (1983), it is “the degree to which 
an innovation is perceived as being better than the idea it supersedes that has a direct 
impact on the likelihood of adoption” (p. 213). An organization will only choose to 
adopt an innovation if it perceives that doing so will provide greater benefits than 
existing methods (Beatty et al., 2001).  
 
Identified from Rogers’ (1983) DOI theory, relative advantage has been consistently 
validated as a critical adoption factor in innovation adoption research (Iacovou et al., 
1995; Premkumar and Ramamurthy, 1995; Chwelos et al., 2001). According to Kuan 
and Chau (2001), relative advantage is “operationalized as perceived technological 
benefits, which refer to the degree to which a certain innovation is perceived as 
providing the benefits to the organization. This is similar to the definition employed 
by Iacovou et al. (1995) and the focus here is on perceived benefits rather than 
benefits that are actually provided” (p. 511). The enterprise must perceive that the 
adoption will either solve the existing problems or provide new business opportunities 
(Beatty et al., 2001). Among the benefits of B2B-EC, some are problem-oriented and 
some are customer-oriented. From the problem-oriented perspective, adopting 
B2B-EC will reduce operational costs, improve cash flow, productivity, level of 
efficiency, and increase the ability to compete. From the customer-oriented 
perspective, the adoption of B2B-EC will enable better customer service, reach new 
customers, and improve the relationship with existing customers. 
  




Hypothesis 1: Perceived benefits are positively related to adoption intention of 
B2B-EC. 
 
4.2 Internal Support  
Compared with Western businesses, Chinese businesses tend to lack the resources that 
are necessary for B2B-EC and other IT adoption within their organizations. As 
mentioned, B2B-EC adoption involves more than just technology. The support from 
top management team and the availability of both financial and technical resources 
also play significant roles in B2B-EC adoption. Many empirical studies show that the 
internal support within organizations influences the adoption intention more than the 
technological perspective (Chan and Swatman, 1998). Chau and Tam (2000) 
examined open system adoption within organizations and found that user needs are 
the key drivers of adoption. The field survey conducted by Ramamurthy et al. (1999) 
reveals that internal support is a good predictor to EDI adoption. Because the adoption 
of electronic commerce technologies often requires adopting firms to modify existing 
business practices and processes to gain benefits, the level of the internal support 
within organizations can impact the firm’s adoption intention. Therefore, this study 
expects the factor internal support to be a predictor of B2B-EC adoption intention 
form the organizational perspective. 
 
Hypothesis 2: Internal support is positively related to adoption intention of B2B-EC. 
 




4.2.1 Top Management Support 
In many empirical studies, top management support has consistently been found to be 
important in the adoption and implementation of strategic inter-organizational 
systems (IOS) such as EDI, which require long term business agreement and top level 
interaction among trading partners to ensure successful implementation. For example, 
Premkumar and Ramamurthy (1995) found that firms where top management 
enthusiastically supports EDI are more proactive in their decision to adopt EDI. This 
internal factor will motivate and facilitate an organization to pursue a proactive 
decision mode to adoption EDI with its trading partner. This is particularly so for 
Internet-based electronic commerce technologies because they transform existing 
organizational procedures and impact relationships with trading partners such as 
suppliers, transporters, manufacturers, and retailers (Beatty et al., 2001). Since the 
adoption of B2B-EC is an organizational-level decision, support from the top 
management team to the adoption will have a significant impact on B2B-EC adoption 
intention. Due to the social background of China, where the views of top management 
are usually considered authoritative, our study decides to take this factor as one 
sub-construct of the internal support. Hence, we hypothesized as following: 
 








4.2.2 Technical Competence 
Technical competence measures whether a firm has sufficient IT sophistication to 
undertake the adoption of B2B-EC. IT sophistication not only captures the level of 
technological expertise within the firms, but also evaluates the level of the top 
management team’s understanding and its support for using B2B-EC to achieve the 
organizational objectives (Chwelos et al., 2001). The lack of technical expertise has 
been identified as a factor influencing the level of IS adoption (Kuan and Chau, 2001). 
Normally, the lack of the necessary technical expertise occurs frequently in small and 
medium enterprises, and is thus a major inhibitor to IS adoption. The technical 
knowledge and experience of MIS personnel has been identified as the most important 
factor that hinder IT growth in small organizations (Iacovou et al., 1995). Firms with 
integrated MIS department and experienced IT staff may more likely have the 
adoption intention of B2B-EC than firms without MIS department. Hence, this study 
also includes technical competence as a sub-construct of internal support. 
 
Hypothesis 2b: Technical competence is positively related to adoption intention of 
B2B-EC. 
 
4.2.3 Financial Resources 
While it is important that firms perceive the technological benefits of B2B-EC, it is 
also important that the benefits perceived by the firm can be achieved within the 
internal financial resources (Kuan and Chau, 2001). If the benefits cannot be achieved 




due to the lack of resources, adoption is meaningless to these firms regardless of the 
value of the benefits. Adoption and implementation of a certain information system 
require not only adequate investment to pay for B2B-EC installation costs, for 
implementation of any subsequent enhancements, and for ongoing expenses during 
usage, but also adequate hired human resources (Kuan and Chau, 2001). According to 
Kwon and Zmud (1987), successful IS adoption occurs when sufficient internal 
financial resources are directed, first toward intention, then toward sustaining the 
implementation effort. This factor was considered because some firms, especially 
small and medium-sized enterprises (SMEs), tend to lack the resources that are 
necessary for B2B-EC and other IT investment (Saunders and Clark, 1992; Bouchard, 
1993). Financial resources include the budget and employees for developing and 
implementing B2B-EC. Hence, we postulate the following hypothesis: 
 
Hypothesis 2c: Financial resources are positively related to adoption intention of 
B2B-EC. 
 
4.3 Institutional Pressures 
According to Meyer and Rowan (1977), firms are pushed by the practices and 
procedures defined by prevailing rationalized concepts of institutional environment in 
society. They will receive some pressures from other firms in their institutional 
environment. Under these pressures, they will observe and imitate the early adopters’ 
successful behavior thus avoiding being perceived as laggards (Contractor and 




Eisenberg, 1990). By doing so, firms increase their legitimacy and survival prospects, 
independent of the efficacy of the acquired practices and procedures. DiMaggio and 
Powell (1983) identified three types of institutional pressures - coercive pressures, 
normative pressures, and mimetic pressures - and suggested that coercive and 
normative pressures normally operate through interconnected relations (trading 
partners) while mimetic pressures come through firms with equivalent institutional 
environments (competitors). Consistent with this argument, Iacovou et al. (1995) 
identified two main sources of institutional pressures to adoption, which are 
competitive pressures, and most importantly, pressures imposed by trading partners. 
Here comes the following hypothesis: 
 
Hypothesis 3: Institutional pressures are positively related to adoption intention of 
B2B-EC. 
 
4.3.1 Competitive Pressures 
According to DiMaggio and Powell (1983), organizations are more likely to imitate 
the behaviors of their competitors whom they perceived as successful in a similar 
environment. They posit that individuals face choices all the time, but in doing so they 
seek guidance from the experience of others in comparable situations. If enough 
similar organizations do things in a certain way giving rise to that particular course of 
action being legitimized or taken for granted throughout a sector, others will follow 
suit to avoid the embarrassment of being perceived as less innovative or responsive 




(Fligstein, 1985; Goodstein, 1994). Burt (1987) also claimed that an organization will 
imitate the actions of other structurally equivalent organizations because those 
organizations occupy a similar economic network position in the same industry. 
Structurally equivalent organizations refer to competitors that share similar goal, 
produce similar commodities, share similar customers and suppliers, and experience 
similar constraints with this organization. If an organization’s competitors have 
adopted B2B-EC and gained successful performance, the organization may not want 
to lag behind its competitors. Therefore, it may face high pressures to imitate its 
competitors’ behavior to achieve the successful performance. It follows that: 
 
Hypothesis 3a: Competitive pressures are positively related to adoption intention of 
B2B-EC. 
 
4.3.2 Trading Partner Pressures 
DiMaggio and Powell (1983) suggested another two institutional pressures: coercive 
pressures and normative pressures. Coercive pressures come from resource 
dependence theory (Pfeffer and Salancik, 1978), which posits that a dominant actor 
which controls scarce and important resources may demand that organizations 
depending on it adopt the same structures or programs that serve its interests. These 
resource-dependent organizations may comply with the demand to secure their own 
survival. In EDI adoption literatures, researchers (Chau and Tam, 1997; Hart and 
Saunders, 1997; Chwelos et al., 2001) have identified trading partner power as a 




main predictor to adoption intention. They have testified that resource-dominant 
organizations having adopted EDI would attempt to influence their 
resource-dependent trading partners to adopt EDI as well, so as to increase their own 
benefits of adoption. Normative pressures refer to pressures which come from dyadic 
inter-organizational channels of firm-supplier and firm-customer (DiMaggio and 
Powell, 1983). If two actors have direct and frequent communications with each other, 
they are more likely to think alike or behave similarly (Burt, 1982).  
 
In Teo et al. (2003)’s study on IOL adoption, they used perceived dominance of 
supplier/customer adopters to measure coercive pressures and used the extent of 
adoption among suppliers/customers to measure normative pressures. It shows that 
both coercive pressures and normative pressures are from the organization’s trading 
partner (either supplier or customer). Therefore, this study proposes that an 
organization’s adoption intention is influenced by its trading partners because of the 
pressures from them. 
 
Hypothesis 3b: Trading partner pressures are positively related to adoption intention 
of B2B-EC. 
 
4.4 Cognitive Constraints 
Although B2B-EC adoption is a firm-level decision, factors from individual-level 
perspective should also be taken into consideration since IT adoption decisions in 




some business especially SMEs are typically made by a single executive 
(Riemenschneider et al., 2003). 
 
Le Saux et al. (2002) proposed that the decision maker shows rationality towards 
optimization. But this rationality is bounded by his/her cognitive abilities and 
satisfaction features. It follows that an individual is incompetent to make allowance 
for every possible effect that a certain decision would have. To achieve legitimacy, 
his/her decision is to seek maximum benefits under some cognitive constraints. In 
Simon (1956)’s theory of “bounded rationality”, he argues that due to the cognitive 
limitations, it is not possible for humans to consider all existing decision outcomes 
and then make a rational choice. Further, according to Cyert and March (1963), the 
decision maker tends to conduct more-or-less limited searches among available 
alternatives to obtain satisfying, rather than optimal solutions. In short, the decision 
maker’s adoption intention is limited by his/her cognitive constraints.   
 
Hypothesis 4: Cognitive constraints are negatively related to adoption intention of 
B2B-EC. 
 
4.4.1 Lack of Knowledge 
The decision maker’s knowledge about B2B-EC is important to the adoption intention. 
Bounded rationality implies that when organizations seek change, they are more likely 
to choose an innovation from the set of known, as opposed to the unknown (Roberts 




and Greenwood, 1997). According to Jin and Robey (1999), knowledge implies 
people’s course of action because people act on the basis of the knowledge they 
possess. For example, firms adopt technologies based on knowledge about how these 
technologies are likely to perform and satisfy their needs. They claimed “knowledge 
is subjective because it is related to personal beliefs, rather than absolute truth” (p.53). 
Therefore, the decision maker’s subjective knowledge about B2B-EC is relevant to 
their adoption intention. In order to make effective adoption decisions, managers 
should have knowledge about novel technologies that could have a significant impact 
on the enterprise, its products, or its customers (Bassellier et al., 2001). When the 
decision maker has more knowledge about B2B-EC, he/she perceives greater 
legitimacy in adopting B2B-EC. Therefore, the lack of knowledge about B2B-EC 
may constrain the decision maker’s adoption intention. 
 
Hypothesis 4a: Lack of knowledge about B2B-EC is negatively related to adoption 
intention of B2B-EC.  
 
4.4.2 Resistance to Change 
Zucker (1977) argued that “institutional elements are easily transmitted to new 
comers, are maintained over long periods of time without further justification or 
elaboration, and are highly resistant to change” (p.734). Several institutional theorists 
(Meyer and Rowan, 1977; DiMaggio and Powell, 1983) posited that business persons 
are likely to avoid any change in their organizations in order to achieve legitimacy. 




This attitude makes them less responsive to their outside institutional environments. 
This phenomenon is particularly distinct among Chinese enterprises. In Martinsons 
and Westwood (1997)’s research on Chinese business culture, they found that Chinese 
entrepreneurs are more likely to avoid uncertainty than their Western counterparts. 
Chinese business person would rather achieve compromise and avoid conflict, thus 
maintaining legitimacy. However, adopting B2B-EC will require reforms and changes 
in the organization’s internal structure. Resistance to change may inhibit the intention 
to adopt B2B-EC.  
 
Hypothesis 4b: Resistance to change is negatively related to adoption intention of 
B2B-EC. 
 
4.5 Control Variables 
Past institutional studies have attempted to identify organizational variables 
associated with innovation adoption. These variables may vary greatly depending on 
the technological nature of the innovation. Prior research on innovation adoption and 
feedback from relevant participants suggests a number of additional factors that 
influence organizational B2B-EC adoption intention. 
 
1. Firm size is an important organizational attribute to innovation adoption. It has 
been found to have a positive influence on adoption behavior. For example, large 
firms tend to be more resource rich, have more employees and are more sensitive 




to environmental changes (Dobbin et al., 1988; Edelman, 1992). Firm size is used 
in many innovation adoption studies as a measure of organizational financial 
resources, slack resources, and organization structure (e.g., Sriram et al., 2000). 
 
2. Institutional theorists suggest that firm ownership may influence the adoption 
behavior. For instance, the public sector is more likely to adopt innovations 
required or supported by government policies (Zucker, 1987). Since B2B-EC is 
supported by the Chinese government, this study includes ownership as another 
control variable.  
 
3. In addition, consistent with the Chinese large business environment, this study 
adds location as the third control variable. With the strong economic growth in 
East China, cities like Beijing, Tianjin, Shanghai, Dalian, Shenzhen, Zhuhai, and 
Guangzhou have favorable conditions for developing B2B-EC. Thus, firms 
located in the east China may have greater intention to adopt B2B-EC compared 
with firms located in west and central China. 
 
4. Many studies found that industry type also influences the adoption intention of 
B2B-EC. For example, Min and Galle (2003) discovered that firms in service 
industries such as transportation, warehousing, and healthcare have a greater 
tendency to adopt B2B-EC than the trading and manufacturing sectors.  
 




CHAPTER 5: RESEARCH METHODOLOGY 
 
5.1 Questionnaire Survey 
The survey method was used to test the model because it provides a basis for 
establishing generalizability, allows replicability, and has statistical power (Teo et al., 
2003). A questionnaire was designed to collect data from firms in mainland China. 
The definition and description of B2B-EC was included in the survey instrument to 
improve the validity of the responses. A package containing a cover letter stating the 
study objective, a copy of the questionnaire, and a prepaid reply envelope was sent to 
potential respondents.  
 
5.2 Sample 
Hambrick (1989) claimed that decision making is likely located at or near the top of 
the organization; namely, with the senior manager or top management team. 
Therefore, our respondents are senior managers or members in the top management 
team among Chinese firms. As this study investigates firm’s adoption intention of 
B2B-EC, non-adopter firms are our target respondents. Firms were randomly selected 
from the Chinese Company Information (Kompass China, 2004) provided by the 
Chinese embassy in Singapore. The book lists the name and contact information (mail 
address, telephone number, industry, etc.) of current companies from 31 provinces 
countrywide. As our research only examines B2B-EC adoption in mainland China, 
firms from Hong Kong, Macau and Taiwan are excluded.  






The items used to measure the various constructs are derived from previous research 
on IS/IOS adoption. Internal support, institutional pressures and cognitive constraints 
are operationalized as formative constructs, each of which is formed by several 
sub-constructs. The sources of various constructs and sub-constructs are provided in 
Table 1. The items were modified to fit the B2B-EC context where appropriate. The 
Cronbach’s α for each construct/subconstruct in the literature is above the acceptable 
level of 0.70 (Nunnally, 1978). Almost all questions in the questionnaire were 
anchored on seven-point Likert-scales.  
 
Table 1 Operationalization of Research Constructs 
Constructs/Subconstructs Source Items Cronbach’s α
Perceived benefits Beatty et al. (2001) 8 0.86 
Top management support Beatty et al. (2001) 3 0.88 
Technical competence Kuan and Chau (2001) 3 0.89 
Financial resources Chwelos et al. (2001) 3 0.77 
Competitive pressures Teo et al. (2003) 4 0.94 
Trading partner pressures Teo et al. (2003) 5 N/A* 
Lack of knowledge  Bassellier et al. (2001) 3 N/A* 
Resistance to change Oreg (2003) 4 0.76 
Adoption intention Chwelos et al. (2001) 3 0.89 
*N/A: indicates that coefficient α value was not available. 
 
For control variables, firm size was measured by the total number of employees, 
number of IT employees, and annual sales turnover. Ownership was measured by 
asking whether the firm is government owned, private, joint venture or foreigner 




owned. Location was measured by asking the province or city of location of the firm. 
China can be categorized into three major areas: East, Central, and West China. East 
China includes Beijing, Tianjin, Hebei, Liaoning, Shanghai, Jiangsu, Zhejiang, Fujian, 
Shandong, Guangdong, and Hainan; West and Central China includes Shaanxi, Jilin, 
Heilongjiang, Anhui, Jiangxi, Henan, Hubei, Hunan, Chongqing, Sichuan, Guizhou, 
Yunnan, Tibet, Shanxi, Gansu, Qinghai, Ningxia, Xinjiang, Guangxi, and Inner 
Mongolia. Industry was measured by asking the industry that the firm is in. Two main 
categories of industries are identified: manufacturing and services. 
 
As the survey respondents are from China, the questionnaire was translated into 
Chinese and then re-translated into English to assess the accuracy. Content validity of 
all items was carefully assessed by two professors with expertise in questionnaire 
design and three Chinese master students at the Business School, National University 
of Singapore. Next, the pilot test was conducted on senior managers from 30 Chinese 
firms in China. Phone calls were made to ask them for their understanding of the 
items and whether they found any items to be confusing or ambiguous. The questions 
were refined after their comments. 
 
5.4 Statistical Analysis Technique 
The statistical analysis technique applied in this study is partial least squares (PLS). 
PLS allows latent constructs to be modeled as either formative or reflective indicators 
(Chin, 1998). In this research model, three constructs: internal support, institutional 




pressures and cognitive constraints are modeled using formative constructs. All of the 
subconstructs, as well as two of the constructs (perceived benefits and adoption 
intention), are operationalized using reflective constructs. Reflective indicators are 
used to reflect an unmeasured latent construct that is deemed to exist before it is 
measured, while formative indicators are used to form a construct where the 
indicators are weighted in terms of their relative importance to this construct (Chin, 
1998; Chwelos et al., 2001; Teo et al., 2003). In addition, PLS does not depend on 
having multivariate normal distributions, interval scales, or a large sample size 



















CHAPTER 6: DATA ANALYSIS AND RESULTS 
 
6.1 Profile of Respondents 
A random sample of 1000 Chinese companies was selected from the Chinese 
Company Information (Kompass China, 2004). After checking the company 
information provided by the book, 720 questionnaires were sent out to firms that had 
listed the full information including the mailing address, telephone number, and the 
name of their senior manager. One week later, 46 were returned because of the change 
of address. A follow-up telephone call was made to each of the remaining 674 firms 
to increase the response rate.  
 
One hundred and twenty-three questionnaires were received within two months after 
the questionnaires were sent out, yielding a response rate of 18.2%. Since this study 
examines the B2B-EC adoption intention among non-adopter firms, 13 adopters were 
excluded. Another 8 responses were excluded either because the respondents did not 
complete the questionnaire or because the respondents chose the same answer for all 
questions. The remaining set of 102 responses was used to test the research model. 










Table 2 Demographic Attributes of Respondents (N=102) 
Characteristics Frequency Percent (%)
Gender 
  Male 62 60.8
  Female 40 39.2
 




  Bachelor 69 67.6
  Postgraduate 25 24.5
  Missing 1 1.0
 
Number of Employees 
  <100 33 32.4
  100-300 27 26.4
  301-600 12 11.8
  601-1000 8 7.8
  1001-2000 10 9.8
  > 2000 12 11.8
 
Number of IT/IS Employees 
  < 10 53 52.0
  11-30 24 23.5
  31-60 13 12.8
  61-100 5 4.9
  101-200 3 2.9
  > 200 4 3.9
 
Annual Sales Turnover (RMB million) 
  <10 24 23.5
  10-30 10 9.8
  31-50 13 12.8
  51-100 15 14.7
  101-500 23 22.5









6.2 Evaluation of Non-response and Response Bias 
Non-response is a potential source of bias that often occurs in survey studies (Fowler, 
1993). Following Beatty et al. (2001), non-response bias was assessed by conducting 
a Chi-square test on two demographic variables: number of employees and annual 
turnover between organizations that responded and those that failed to respond. These 
two factors were chosen as the criteria for a non-response bias test because they were 
available for both respondents and non-respondents, and because they reflected the 
ability of organizations (Teo et al., 2003). Results of the Chi-square test show that 
there are no significant differences between respondents and non-respondents at the 
0.05 level (Table 3). 
 
Response bias was evaluated by comparing the responses between early and late 
respondents on two groups of measures: demographic data (number of employees and 
annual turnover) and survey items for the eight reflective constructs in the research 
model (Kuan and Chau, 2001). Early respondents were those who had completed and 
sent back the questionnaires within 3 weeks while late respondents were those who 
returned after that. Among our final 102 useful respondents, 83 are from early 
respondents. No significant difference was found in terms of number of employees 
and annual turnover in the 0.05 level (Table 4a). Table 4b shows the responses to 
survey items for the eight constructs. No significant difference was found.  
 
 





Table 3 Results of Non-response Bias between Respondents and Non-respondents 







<100 36 120 156 23.1 
100-300 31 124 155 20.0 
301-600 18 109 127 14.2 
601-1000 12 80 92 13.0 
1001-2000 13 61 74 17.6 
>2000 13 57 70 18.6 
Total 123 551 674 18.2 
Non-response bias:      d.f.=5       χ2 value=5.869      p=0.319 
 







<RMB 1 million 8 39 47 17.0 
RMB 1-10 million 19 70 89 21.3 
RMB 10-30 million 12 76 88 13.6 
RMB 30-50 million 18 82 100 18.0 
RMB 50-100 million 18 95 113 15.9 
RMB 0.1-0.5 billion 27 88 115 23.5 
RMB 0.5-1 billion 6 50 56 10.7 
>RMB 1 billion 15 51 66 22.7 
Total 123 551 674 18.2 
Non-response bias:      d.f.=7       χ2 value=7.413      p=0.387 
 




Table 4a Results of Response Bias between Early and Late Respondents 





<100 28 5 33 84.8 
100-300 24 3 27 88.9 
301-600 9 3 12 75.0 
601-1000 6 2 8 75.0 
1001-2000 5 5 10 50.0 
>2000 11 1 12 91.7 
Total 83 19 102 81.4 
Non-response bias:      d.f.=5       χ2 value=9.137      p=0.104 
 





<RMB 1 million 5 2 7 71.4 
RMB 1-10 million 16 1 17 94.1 
RMB 10-30 million 9 1 10 90.0 
RMB 30-50 million 10 3 13 76.9 
RMB 50-100 million 14 1 15 93.3 
RMB 0.1-0.5 billion 16 7 23 69.6 
RMB 0.5-1 billion 3 2 5 60.0 
>RMB 1 billion 10 2 12 83.3 
Total 83 19 102 81.4 
Non-response bias:      d.f.=7       χ2 value=8.008      p=0.332 
 
 









Perceived benefits 5.19 4.79 t = 1.481, p = 0.142
Top management support 4.48 4.05 t = 1.269, p = 0.208
Technical competence 4.52 4.02 t = 1.480, p = 0.142
Financial resources 4.37 4.84 t = -1.359, p = 0.177
Competitive pressures 4.27 3.90 t = 1.321, p = 0.189
Trading partner pressures 4.15 3.76 t = 1.275, p = 0.205
Lack of knowledge 3.24 3.84 t = -1.597, p = 0.113
Resistance to change 3.12 3.09 t = 0.126, p = 0.900
 




6.3 Convergent Validity 
Convergent validity was assessed by computing the Cronbach’s alpha, composite 
reliability, and the average variance extracted (AVE) (Hair et al., 1998). AVE 
measures the percent of variance explained by a construct by showing the ratio of the 
sum of the variance captured by this construct and measurement variance (Gefen et 
al., 2000). Table 5 presents the results of these dimensions. The Cronbach’s alpha for 
each construct is above the acceptable level of 0.70 (Nunnally, 1978). The AVE of 
each construct is estimated by computing the squared sum of factor loadings/number 
of items of the underlying construct. All AVE values exceeded 0.5. Thus the 
convergent validity was accepted, as suggested by Fornell and Larcker (1981).  
 
6.4 Discriminant Validity 
Discriminant validity is used to assess whether a measure correlates more highly with 
other measures of the same construct than with measures of other constructs. As 
suggested by Barclay et al. (1995), the rule for assessing discriminant validity 
requires that the square root of AVE be larger than the correlations between 
constructs. As shown in Table 6, the diagonal elements represent the square root of 
AVE while the off-diagonal elements represent the correlations between constructs. 
All constructs meet the requirement. This provides evidence that all measurements in 
one constructs are closely aligned with themselves than with other constructs (Gefen 









Table 5 Assessment of Internal Consistency and Convergent Validity (N=102) 
Constructs Number of Items Mean 
Standard 
Deviation Cronbach’s α 
PLS Composite 
Reliability AVE 
Perceived benefits 8 5.120 1.085 0.899 0.919 0.586 
Top management support 3 4.400 1.328 0.855 0.910 0.772 
Technical competence 3 4.430 1.354 0.905 0.939 0.838 
Financial resources 3 4.460 1.367 0.868 0.915 0.782 
Competitive pressures 4 4.201 1.124 0.836 0.890 0.671 
Trading partner pressures 5 4.084 1.201 0.879 0.912 0.676 
Lack of knowledge 3 3.350 1.501 0.898 0.935 0.827 
Resistance to change 4 3.120 1.071 0.795 0.868 0.624 
Adoption intention 3 3.444 1.573 0.904 0.944 0.848 
Firm size 3 3.082 1.484 0.800 0.889 0.729 
Ownership 1 1.382 0.488 1.000 1.000 1.000 
Location 1 1.870 0.338 1.000 1.000 1.000 











Table 6 Discriminant Validity Test (N=102) 
Constructs AI PB TMS TC FR CP TPP LOK RTC FS OWN LOC IND 
Adoption intention 0.921   
Perceived benefits 0.525 0.766   
Top management support 0.474 0.479 0.878   
Technical competence 0.419 0.390 0.334 0.915   
Financial resources 0.446 0.389 0.376 0.563 0.884   
Competitive pressures 0.525 0.590 0.401 0.345 0.314 0.819  
Trading partner pressures 0.579 0.604 0.493 0.334 0.433 0.604 0.822  
Lack of knowledge -0.589 -0.340 -0.347 -0.362 -0.392 -0.408 -0.343 0.909  
Resistance to change -0.388 -0.031 -0.260 -0.135 -0.213 -0.102 0.053 0.453 0.790  
Firm size 0.358 0.248 0.206 0.301 0.331 0.198 0.305 -0.368 -0.212 0.854  
Ownership 0.102 0.180 0.204 0.028 0.033 0.069 0.186 -0.279 -0.138 0.195 1.000  
Location 0.165 -0.157 -0.023 0.024 0.070 0.021 -0.037 -0.094 -0.131 0.134 0.058 1.000  
Industry 0.124 0.008 0.208 0.034 0.143 0.024 0.102 -0.114 -0.086 -0.095 -0.014 0.185 1.000 
Note. Diagonal elements are the square root of average variance extracted (AVE), which, for discriminant validity, should be larger than 
inter-construct correlations (off-diagonal elements). 




6.5 PLS Analysis 
PLS Graph version 3.00 was used to run the PLS analysis of the research model. 
Since PLS does not generate an overall goodness-of-fit index, one primarily assesses 
validity by examining the variance explained in adoption intention (R2) and the 
structural paths (Chwelos et al., 2001; Teo et al., 2003). To access whether the path 
coefficients were significant, a jackknife resampling procedure (Ho et al., 2003) was 
performed. Due to the small sample size, we set the stop criterion accuracy at the 1% 
level. The results are presented in Figure 6, Tables 7, 8, and 9. 
 




































**p<0.01   *p<0.05  




Following Fichman and Kemerer (1997), three models were tested by using PLS 
Graph: the full model, the theoretical model, and the control model. These three 
models were estimated to assess the impact of the theoretical variables on adoption 
and to rule out alternative explanations. After comparing the R2 of the three models 
(Table 7), we find that between the full model and the control model, the full model 
explains a substantive incremental variance of 49.2 (64.4-15.2) percent while between 
the full model and the theoretical model, the full model only explains an incremental 
variance of 2.9 (64.4-61.5) percent. These results suggest that the theoretical model is 
enough to explain the adoption intention in our research model. See Figure 6 for the 
path coefficients of theoretical model. 
 
Table 7 Results of PLS Analysis: Path Coefficients 
Path Coefficients  
Constructs 
Full Model Theoretical Model Control Model 
Perceived Benefits  0.176* 0.119*  
Internal Support 0.093 0.125*  
Institutional Pressure   0.317**  0.331**  
Cognitive Constraints  - 0.428** -0.433**  
Firm Size 0.046    0.383** 
Ownership -0.110  0.027 
Location 0.138  0.073 
Industry 0.013  -0.179* 
Variance Explained in 
Adoption Intention (R2) 64.4% 61.5% 15.2% 
**p<0.01 *p<0.05 
 
The PLS results support the 12 hypotheses in our model. H1 and H2 were partially 
supported. That is to say, perceived benefits (t = 1.883) and internal support (t = 




2.000) are positively related to adoption intention at the 0.05 level, but not at the 0.01 
level. As for H3 and H4, we find that, as predicted, institutional pressures were 
positively associated with adoption intention while cognitive constraints were 
negatively related to adoption intention. Both of these two relationships are significant 
at the 0.01 level (t = 3.388, t = 5.645, respectively). H2a, H2b, H2c, H3a, H3b, H4a, 
H4b were all supported at the 0.01 level. 61.5 percent of the variance in adoption 
intention is accounted for by these four constructs in the research model. The item 
loadings and t-statistics for the reflective constructs are presented in Table 8. Table 9 
lists the sub-construct weights and t-statistics for three formative constructs: internal 
support, institutional pressures, and cognitive constraints. The item weights of the 
formative constructs display the importance of their impact on adoption intention. 
 















**indicates that the item is significant at the 0.01 level. 
 





Table 9 Formative Constructs: Weights and t-statistics 
Sub-construct Weight t-statistics
Internal Support 
Top management support 0.390** 13.774
Technical competence 0.449** 16.014
Financial resources 0.431** 15.547
Institutional Pressures 
Competitive pressures 0.480** 11.327
Trading partner pressures 0.633** 15.605
Cognitive Constraints 
Lack of knowledge 0.625** 15.953
Resistance to change 0.532** 14.044
**indicates that the sub-construct is significant at the 0.01 level. 
 
 




CHAPTER 7: DISCUSSION 
 
The aim of this study was to extend the understanding of IS adoption in the context of 
China which has been neglected by researchers and practitioners for many years. It 
empirically tested a research model that incorporates factors from IS and 
organizational literature. Our evidence indicates that all four constructs: perceived 
benefits, internal support, institutional pressures, and cognitive constraints are 
significantly related to adoption intention. Overall, these four classes of constructs 
account for more than 60% of the variance in intention to adopt B2B-EC. In this 
section, we discuss each of the factors that have been identified in this study. 
 
7.1 Perceived benefits 
Many IS adoption studies began with the attributes of the innovations (Premkumar 
and Ramamurthy, 1995; Chwelos et al., 2001). As Roger’s (1983) diffusion of 
innovation (DOI) theory argued, adoption intention of a certain innovation is related 
to the attributes of that innovation as perceived by potential adopters. Many 
established IS adoption studies considered perceived benefits as one of the 
explanatory factors from the technological view. 
 
Respondents from Chinese businesses were asked the extent to which they agreed that 
B2B-EC could help them achieve certain benefits identified from previous studies (e.g. 
Beatty et al., 2001). Consistent with the findings of many prior studies conducted in 




Western context (Iacovou et al., 1995; Chwelos et al., 2001; Kuan and Chau, 2001), 
the PLS results show that perceived benefits are significant to B2B-EC adoption 
intention for Chinese businesses as well. That is to say, decision makers in Chinese 
businesses are inclined to adopt B2B-EC only when they perceive B2B-EC to benefit 
their business. However, different from Western studies which usually reported the 
perceived benefits as the most important factor to adoption intention, the path 
coefficient for perceived benefits in this study is the least among all constructs (0.119). 
One plausible explanation for the low path coefficient in Chinese businesses might be 
the lack of awareness of those benefits by some Chinese managers. 
 
7.2 Internal Support 
From the organizational perspective, our PLS results show that support from the top 
management team, the expertise of IS personnel, and the financial resources available 
within the organization are all positively related to B2B-EC adoption intention. 
 
The strength of the weights on internal support and its three subconstructs: top 
management support, technical competence, and financial resources indicate that 
while the benefits of B2B-EC perceived by organizations may motivate the adoption 
intention, there are also many internal necessary conditions that contribute to an 
organization’s internal ability to adopt B2B-EC. The significant results agree with the 
literature (Chan and Swatman, 1998; Ramamurthy et al., 1999; Chau and Tam, 2000). 
Further, the three subconstructs yielded almost equal weights to adoption intention 




(The path coefficients for top management, technical competence, and financial 
resources are 0.39, 0.45, and 0.43, respectively). The high path coefficient (0.125) for 
internal support in this study suggest that Chinese businesses tend to have more 
concerns with the required financial and technical resources for B2B-EC adoption 
compared with their Western counterparts. 
 
7.3 Institutional Pressures 
In the complex business environment of China, it is expected that a firm’s adoption 
intention be affected by the external environment. This is especially true for 
inter-organizational systems such as B2B-EC which involves more than one 
organization or even a network of organizations (Kuan and Chau, 2001). 
 
On institutional pressures, two subconstructs: competitive pressures and trading 
partner pressures emerge as significant. The larger weight on the trading partner 
pressures (0.63) illustrates that it is more important in determining the overall level of 
external pressures to adopt B2B-EC in the Chinese business environment. The weight 
on competitive pressures (0.48), while smaller, is also significant. This result is 
consistent with earlier studies in Western context which considered the imposition by 
trading partners as the most salient factor (Bouchard, 1993; Premkumar and 
Ramamurthy, 1995). The similar results were also achieved by Teo et al. (2003)’s 
study conducted in the context of Singapore. 
 




7.4 Cognitive Constraints 
From the individual perspective, this study shows that the decision maker’s cognitive 
constraints are negatively associated with his/her propensity to adopt B2B-EC. In 
short, if managers lack knowledge in B2B-EC or have resistance toward change, they 
may have a lesser intention to adopt B2B-EC. 
 
The construct cognitive constraints explained most of the variance in adoption 
intention (0.43). For the two subconstructs, lack of knowledge (0.63) accounted for 
more weight than resistance to change (0.53), both of which are statistically 
significant. Thus, the decision maker’s cognitive constraints are mainly from his/her 
superficial knowledge about B2B-EC. 
 
The model in this study is consistent with prior empirical research predicting IS 
adoption intention, based on factors used in the West. Hence, this confirms the 
importance of these factors in the context of China. Additionally, by adding a new 
construct “cognitive constraints” from the decision maker’s perspective, the model 
extends previous adoption studies to a new level. Further, the R2 obtained from the 
theoretical model is much higher than previous studies. With respect to cognitive 
constraints, the results show that it was the most important factor related to Chinese 
manager’s adoption intention of B2B-EC. This may explain the larger R2 (61.5%) 
compared to previous IS adoption studies of R2 values (30% to 40%).  
 




We have analyzed three different scenarios in PLS separately. First, we tested the 
relationship between institutional pressures and adoption intention. The R2 derived 
from this model was 39.3% which is consistent with Teo et al. (2003)’s study 
(R2=33.2%), based on institutional theory. Next, we added two more constructs: 
perceived benefits and internal support. The R2 became 46.8% which is higher than 
Chwelos et al.’s (2001) research (R2=31.8%). Finally, we deleted all three constructs 
and only used the construct cognitive constraints for the PLS run analysis. This 
resulted in an R2 of 40.3%. The analysis of the three scenarios suggests that our 
results are consistent with previous research, and that the new construct - cognitive 
constraints - explains more variance in adoption intention, resulting in a higher R2. 
 
Studies conducted in developed countries (e.g. U.S., Canada, Singapore) identified 
many push factors that promote B2B-EC adoption (Chwelos et al., 2001; Teo et al., 
2003) while present study also pointed out some inhibitors that deserve our attention. 
The results of this study show that the main issue for B2B-EC adoption in Chinese 
businesses is Chinese managers’ cognitive constraints since it explained most of the 
variance in adoption intention. In addition, the subconstruct, lack of knowledge 
accounted for more weights than the others. Thus, in order to promote B2B-EC 
adoption in mainland China, it is important to disseminate more B2B-EC related 
information to firm managers and the public. 
 
 




CHAPTER 8: CONCLUSIONS 
 
8.1 Contributions 
This study contributes to IS adoption research at three levels. First, research on 
innovation adoption is prevalent during this decade because of the development of 
new technologies. Many researchers have investigated IS adoption among western 
countries. However, these countries are well developed and have fewer constraints in 
adopting innovations. Innovation adoption research carried out in the Asian context is 
sparse especially in a developing country like China. In addition, most prior studies 
have examined the adoption of traditional forms of B2B such as EDI. Few studies 
have been published relating to the adoption of Internet-based B2B-EC in an Asian 
context. This study helps to fill these research gaps.  
 
Second, based on recent surveys and reports conducted by the Chinese e-commerce 
departments, this study summarizes current issues and development of B2B-EC in 
China. From the analysis of status quo of B2B-EC, we derive the main issues related 
to B2B-EC adoption intention among Chinese firms. It also offers a basis for future 
B2B-EC research carried in Asia. 
 
Third, given the importance of wide spread adoption of B2B-EC in China, there is 
certainly a need to understand the factors that influence B2B-EC adoption intention 
among Chinese enterprises. Previous EDI adoption research identified perceived 




benefits and internal support as important to EDI adoption and validated a positive 
relationship between these two factors and adoption intention. However, these two 
factors may be insufficient for examining B2B-EC adoption in China. Based on 
institutional theory, this study shows that the adoption intention among Chinese firms 
is also influenced by institutional pressures and cognitive constraints. From the firm’s 
perspective, we found that it may face pressure from both competitors and trading 
partners. From the decision maker’s perspective, we found that his/her lack of 
knowledge about B2B-EC and his/her negative attitude toward change may inhibit 
adoption intention for the organization. We hope the results can help researchers and 
practitioners understand more about the current situation and future direction of 
B2B-EC in China.  
 
8.2 Implications 
In measuring B2B-EC adoption intention, an important task is to identify key 
constructs that influence the adoption intention. Based on previous IS adoption studies 
and theories from the institutional perspective, the present study empirically validates 
four constructs that significantly influence the B2B-EC adoption intention of potential 
adopters in China firms. Among these constructs, perceived benefits, internal support, 
institutional pressures are positive predictors of adoption intention while the most 
important construct, cognitive constraints, is negatively related to the adoption 
intention. The results of this study have immediate implications for both research in 
IS adoption and B2B-EC related businesses. 





8.2.1 Implications for Research 
The present study provides several theoretical implications for IS adoption research. 
First, as an extension of Teo et al. (2003)’s research, this study examines B2B-EC 
adoption from both organizational and institutional perspectives. From the 
institutional theory, our results show that institutional pressures and cognitive 
constraints are two major indicators of B2B-EC adoption intention in China. This 
confirms the applicability of institutional theory to IS adoption context (Roberts and 
Greenwood, 1997). Apart from previous literature, which focus on the theories from 
organizational perspective (e.g., Iacovou et al., 1995; Premkumar and Ramamurthy, 
1995), this study suggests that the combination of both organizational and institutional 
theories can gain more accurate results than use each of them alone (Chwelos et al., 
2001; Teo et al., 2003). Future studies on IS adoption may consider both 
organizational and institutional perspectives to increase variance explained in 
adoption intention. More factors from different theoretical perspectives should be 
included in future IS adoption models. 
 
Second, to better understand current issues of B2B-EC adoption in China, both 
positive and negative factors are considered in this study. Previous studies (Chau and 
Tam, 1997; Chwelos et al., 2001; Kuan and Chau, 2001) focused more on the positive 
predictors to the adoption while the present study also focused some attention on 
inhibitors to the adoption. The results show the negative predictor: cognitive 




constraints, is the most important factor to adoption intention. This suggests that the 
barriers should be removed first to expedite adoption of B2B-EC in China.  
 
Moreover, our work paves the way for researchers to empirically investigate the IS 
adoption in the context of China. Since China is a large country, researchers may be 
reluctant to conduct survey studies in mainland China. Most established studies (e.g., 
Martinsons and Westwood, 1997; Martinsons, 2002) have been done through case 
studies. Few have been done by using questionnaire survey method. Our study also 
evokes the need for future studies carried out in Asia context such as China which is 
neglected in previous research. 
 
8.2.2 Implications for Practice 
This study provides several practical implications for both B2B-EC vendors and 
potential adopters. Our results show that the construct, cognitive constraints which is 
negatively related to the adoption intention, is the most significant predictor of 
B2B-EC adoption intention. Its sub-constructs, lack of knowledge and resistance to 
change show significant effects on adoption intention. That is to say, the main issue of 
B2B-EC adoption in China is the lack of B2B-EC related knowledge among business 
managers and their resistant attitudes toward change. Hence, in order to improve their 
familiarity of B2B-EC, B2B-EC vendors have to put more efforts on these areas. For 
example, they should promote and disseminate more information regarding their 
products to potential users and carry more activities related to promoting the concept 




of B2B-EC and persuade business managers to participate. Moreover, conducting 
business by B2B-EC is a large change to Chinese businessmen. They may not trust 
B2B-EC because they do not know their trading partners before they transact. Hence, 
B2B-EC vendors especially e-marketplace holders should establish their websites’ 
names so that firms posted on these websites can be perceived as reliable. 
 
Another important practical implication arising from this study is that B2B-EC 
vendors should highlight not only the technological benefits of B2B-EC, but also the 
stories of the firm’s competitors and trading partners who have successfully adopted 
the B2B-EC. When the decision makers from the potential adopter firms perceive 
B2B-EC to be difficult to understand or use, vendors should then provide and 
emphasize more information about competitors or trading partners’ successful 
experience of adopting B2B-EC to increase the potential adopters’ knowledge and 
their attitudes (Haunschild and Miner, 1997). In addition, vendors should periodically 
gather feedback from existing B2B-EC adopters on their satisfaction with B2B-EC so 
that revisions and improvements can be made to B2B-EC channels (Teo, 2002). 
 
Furthermore, to allow potential adopters to know more about B2B-EC related 
knowledge, early adopters should actively share their experience of using B2B-EC 
with their trading partners who have not adopted. According to potential adopters, our 
study suggests that in order to achieve sufficient capability to adopt B2B-EC, they 
should first gain internal support such as top management support, technical 




competence, and financial resources. 
 
Finally, this study indicates why some Chinese firms do not have the intention to 
adopt B2B-EC. By understanding the main reasons, government policy makers could 
design appropriate measures to encourage B2B-EC adoption in China. 
 
8.3 Limitations and Future Research 
This study has several limitations that deserve comment. First, the small sample size 
may not be adequate to generalize the results of this study. However, the sample size 
is considered reasonable because the survey was unsolicited and it involved senior 
management. In addition, the results were strong despite the small sample size. Such 
significant results with a small sample size are evidence that the relationships are 
relatively strong. Future studies with a large sample should be carried out to validate 
this conclusion. Second, this study only focuses on the analysis of non-adopter firms. 
We have excluded the adopter firms in our final data analysis procedure as we are 
interested in the intention to adopt B2B-EC. A comparison of different characteristics 
between adopters and non-adopters is required for future studies to generate more 
explanations for B2B-EC adoption in China. Third, since this study was conducted in 
mainland China, it may limit the generalizability of the results to Chinese 
organizations and those in similar institutional contexts. Future studies can examine 
B2B-EC adoption in a different cultural context. 
 




The present study also summarizes several previous relevant IS adoption studies. The 
results facilitate future research in analyzing these antecedents of IS adoption. A 
thoroughly analysis will provide valuable insight into the process by which adoption 
intention is formed and adoption decision is made. Additionally, more established IS 
adoption studies should be included and more factors that influence the adoption 
should be identified in future summaries. 
 
For success in IS adoption, the adoption intention should be linked directly into 
adoption decision. Present study only focuses on the measurement of B2B-EC 
adoption intention. A comprehensive approach is needed to examine the influence of 
adoption intention on adoption decision. Furthermore, in Kshetri and Dholakia 
(2002)’s study on global diffusion of B2B-EC, they identified several factors from 
social and cultural perspectives. However, their study is a conceptual research and 
they did not develop the measurement items for these constructs. It would be 
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Appendix 1 Summary of Relevant Literature 
Source Research Method Sample Main Findings 
Grover (1993) Questionnaire 
survey 
226 senior executives 
from companies in U.S. 
This research constructs a model to identify factors facilitating the adoption 
decision of customer based inter-organizational systems (IOS). The five 
factor model includes a proactive technological orientation and an internal 
push for the system as the two most significant sets of facilitators. 
Premkumar and 
Nilakanta (1994)
Field survey 201 firms in U.S. Drawing upon research in innovation theory and information systems, this 
study examines the relationship between various innovation characteristics 
and various attributes of diffusion of EDI in organizations. The results show 
that relative advantage, technical compatibility, and costs are important 
predictors of implementation success in EDI. 
Iacovou et al. 
(1995) 
Case study Seven suppliers to the 
British Columbia (BC) 
government 
Three major factors: organizational readiness, external pressures, and 
perceived benefits are identified that influence the EDI adoption practice of 
small firms. By combining the anticipated effects of these factors, a 




Field survey Sale/purchase managers 
and IS managers from 
201 firms in U.S. 
This study examines the role of inter-organizational and organizational 
factors on the IOS adoption decision. The results reveal that two 
inter-organizational variables, competitive pressure and exercised power, 
and two organizational variables, internal need and top management 
support are important variables to firms’ IOS adoption. 
Chau and Tam 
(1997) 
In-depth interview 89 IS managers from 
companies in Hong Kong 
This study examines open systems adoption from perspective of 
characteristics of innovation, organizational technology and external 
environment. The findings suggest that organizations tend to focus more on 










Source Research Method Sample Main Findings 
Hart and 
Saunders (1997) 
Case study A large retail firm using 
EDI to exchange 
business in 1990 in U.S. 
This study proposes a theoretical framework addressing the role that power 
and trust play in EDI adoption and use. It has been found that both coercive 
power and reinforce trust influence the inter-organizational coordination. 
Their role may help to understand how technology supports strategic 
alliances that firms create to advance mutual goals. 
Crook and 
Kumar (1998) 
Case Study Four companies from 
tobacco, bank, chemical, 
and textile industry in 
U.S., respectively 
This research has presented a grounded theory based framework for 
understanding the use of EDI. Contextual factors, causal conditions, 
phenomena, strategies and consequences relating to EDI use grounded in 
real-world experience has been developed. 
Ramamurthy et 
al. (1999) 
Field survey Two senior executives 
from 83 U.S. firms in the 
motor carrier industry 
This study identified 3 inter-organizational variables (customer support, 
customer expertise, competitive pressure) and 4 organizational variables 
(internal support, potential benefits of EDI, compatibility, resource 
intensity) which are significantly influence EDI diffusion and 
organizational-level outcomes. 




800 IS managers from 
EDI adopter firms in 
Phillips 
This study focuses on organizational factors that are associated with EDI 
adoption and implementation. Findings indicate that organizations 
experience both operational and strategic benefits from EDI. Firm size and 
perceived operational and strategic benefits are found to have main effects 
on EDI adoption and implementation. 




286 IS managers from 
medium-to-large US 
adopter firms  
Findings of this study reveal that adopter firms decided to adopt Web 
technology depending on when the firm made the adoption decision. It has 
been found that early adopters placed more emphasis on perceived benefits 
and compatibility of the Web with the existing technology and 










Source Research Method Sample Main Findings 




545 senior purchasing 
managers in Canada 
Using structural equation modeling, this study empirically tested a 
parsimonious model incorporating three factors as determinants of EDI 
adoption: readiness, perceived benefits, and external pressure. All three 
determinants were found to be significant predictors of intent to adopt EDI. 




306 Polygon subscribers 
in U.S. 
This study examines the behaviors of user firms in B2B electronic markets. 
The authors conceptualize a model incorporating motivational factors in 
terms of efficiency and legitimacy motivations and theorize that ability 
results from the influence of organizational learning and information 
technology capabilities. The results indicate that both motivation and ability 
are important in determining the nature of participation. 




457 suppliers in U.S. 
automobile industry 
This study shows that “buyer’s push” is the most significant reason for 
suppliers’ EDI adoption. Additionally, the resource dependency approach is 
more suitable than the transaction cost approach for explaining EDI 
adoption. 




575 top managers from 
small firms in Hong 
Kong 
This study used a technology-organization-environment framework to 
construct a perception-based small business EDI adoption model. Five 
factors are found to be significant in distinguishing adopter firms from 
non-adopter firms: perceived direct benefits, perceived financial costs, 
perceived technical competence, perceived industry pressure, and perceived 
government pressure.  
Ratnasingam 
(2001) 
Case study Ford Motor company and 
PBR Ltd. in Australia 
This study examines behavioral dimensions of trading partner trust in EDI 
adoption. The findings suggest that trading partner trust is important for 










Source Research Method Sample Main Findings 




666 firms from both 
manufacturing industry 
and service industry in 
Singapore  
This study found that 8.5 percent of firms in selected industries have already 
adopted B2B-EC when the survey was carried out in 1999. The findings 
suggest that cost savings and efficiency gains were not seen as the main 
benefits of B2B-EC. In addition, B2B interested firms seemed to have clear 
ideas about the barriers of adoption. They regarded security, initial set-up 




Qualitative study B2B markets in U.S. This study develops an extended framework for investigating roles and 
functions of business models of B2B electronic markets. It suggests that 
B2B electronic markets offer basic market functions, and that the current 
function for electronic markets emphasize other capabilities aiming to 
satisfy management information and risk management needs, enable 






professionals in U.S. 
From transaction cost perspective, this study found that the nature of 
buyer-supplier relationships, such as supplier alliance has a positive 
influence on the use of IT. In addition, IT is used for data gathering in terms 
of monitoring and sharing supplier cost data on an ongoing basis. 
Kshetri and 
Dholakia (2002) 
Qualitative study Four main regions: North 
America, Europe, Asia 
Pacific, Latin America 
The analysis of this study indicates that country level factors such as income 
and population size, the availability of credit, venture capital, language, 
tariff/non-tariff barriers and telecom and logistics infrastructure all influence 
the global B2B e-commerce diffusion.  
Yau (2002) Questionnaire 
survey 
187 CEOs from 
manufacturing 
companies in Hong Kong
This study found that motivating factors for B2B e-commerce adoption 
appear to be rooted in tangible economic gains. Additionally, intangible 
benefits in the form of improved supplier-manufacturer-customer relations 










Source Research Method Sample Main Findings 
Galende and de 
la Fuente (2003) 
Secondary data 152 Spanish innovative 
companies  
This study investigates the determinant factors in the organization of a 
firm’s innovative activities. The theoretical framework combines the 
evolutionary theory and the resource-based view of the firm. The empirical 
findings confirm the existence of interesting relations between internal 
factors and the innovative process.  









Using a logistic regression analysis, this study proposed that “market 
positioning and power issues” along with “organizational issues” are the 
main positive drivers to B2B e-commerce adoption. Additionally, this study 
found that recommendations from business partners had a negative 
influence on the adoption. The results challenge the overall thinking of 
diffusion with respect to the need for technical capabilities. 
Teo et al. (2003) Questionnaire 
survey 
160 CEOs, 177 CFOs, 
and 155 CIOs from FEDI 
non-adopter firms in 
Singapore 
Based on institutional theory, this study proposes that mimetic, coercive, 
and normative pressures will influence a firm’s adoption intention toward an 
information technology-based inter-organizational linkage (IOL). The 
empirical results showed that all three institutional pressures are 
significantly influence the adoption intention of FEDI. This study provides 
strong support for institutional-based variables as predictors of adoption 
intention for other forms of IOL. 





management members in 
U.S. 
This study found that firms in certain industries such as healthcare and 
transportation/warehousing have a greater tendency to adopt e-purchasing 
than other sectors s. Additionally, EDI is often selected as a primary 
delivery agent of e-purchasing for electronic purchase orders and invoicing, 
while the Internet is likely to be chosen for electronic funds transfers. 
 
 
























PB1 0.7306 0.7305 0.7417 0.6906 0.0684 10.8465
PB2 0.7808 0.7807 0.7873 0.4456 0.0441 17.8451
PB3 0.8222 0.8222 0.8232 0.3671 0.0364 22.6452
PB4 0.8299 0.8299 0.8303 0.4092 0.0405 20.4923
PB5 0.7800 0.7799 0.7881 0.6182 0.0612 12.8759
PB6 0.7022 0.7021 0.7150 0.8038 0.0796 8.9830
PB7 0.7367 0.7366 0.7436 0.6749 0.0668 11.1282
PB8 0.7312 0.7311 0.7393 0.6641 0.0658 11.2428
Top Management Support 
TMS1 0.8760 0.8759 0.8818 0.2962 0.0293 30.0724
TMS2 0.9046 0.9046 0.9079 0.1615 0.0160 56.7737
TMS3 0.8551 0.8551 0.8585 0.2902 0.0287 29.8744
Technical Competence 
TC1 0.9065 0.9065 0.9070 0.2108 0.0209 43.4574
TC2 0.9291 0.9291 0.9294 0.1782 0.0176 52.6837
TC3 0.9101 0.9101 0.9149 0.2402 0.0238 38.4646
Financial Resources 
FR1 0.8362 0.8362 0.8355 0.4072 0.0403 20.7240
FR2 0.8972 0.8972 0.8958 0.1701 0.0168 53.1875
FR3 0.9168 0.9168 0.9146 0.1654 0.0164 55.8509
Competitive Pressures 
CP1 0.7573 0.7573 0.7563 0.6211 0.0615 12.2976
CP2 0.7799 0.7799 0.7834 0.5580 0.0553 14.1776
CP3 0.8584 0.8584 0.8546 0.3476 0.0344 24.8318
CP4 0.8743 0.8743 0.8712 0.2429 0.0240 36.2287
Trading Partner Pressures 
TPP1 0.8199 0.8199 0.8194 0.3015 0.0299 27.4477
TPP2 0.8673 0.8673 0.8673 0.2536 0.0251 34.5426
TPP3 0.7746 0.7746 0.7790 0.5438 0.0538 14.4668
TPP4 0.8516 0.8516 0.8536 0.3579 0.0354 24.0857
TPP5 0.7933 0.7933 0.7926 0.4401 0.0436 18.1897





















Lack of Knowledge 
LOK1 0.9234 0.9234 0.9225 0.2204 0.0218 42.2713
LOK2 0.8898 0.8898 0.8942 0.3525 0.0349 25.6189
LOK3 0.9147 0.9147 0.9188 0.2821 0.0279 32.8914
Resistance to Change 
RTC1 0.7045 0.7045 0.7010 0.8261 0.0818 8.5701
RTC2 0.8594 0.8594 0.8612 0.3075 0.0304 28.2878
RTC3 0.8116 0.8116 0.8118 0.4126 0.0409 19.8694
RTC4 0.7754 0.7754 0.7796 0.6783 0.0672 11.6069
Adoption Intention 
AI1 0.9262 0.9262 0.9242 0.1527 0.0151 61.1385
AI2 0.9306 0.9306 0.9333 0.1201 0.0119 78.4630
AI3 0.9055 0.9055 0.9091 0.2079 0.0206 44.1659
 
 











We are writing this letter to invite your participation in a survey of B2B-EC adoption 
study. This survey aims to understand the level of Internet-based B2B-EC adoption in 
China and the factors that influence your adoption intention.  
 
We shall be grateful if you could take a few minutes to fill up the questionnaire 
attached with this letter. For your convenience, we have enclosed a self-addressed 
stamped envelope. When you have completed this questionnaire, please place it in the 
attached envelope and mail it back to us. 
 
We assure you that all the information you provide will be kept strictly 
confidential. All the data gathered through this survey will be used only for 
research purposes. No company or personal information will be identified in any 
reports pertaining to this study. We will be happy to share the key results of this 
study with you when it is completed.  
 
We deeply appreciate your participation in this study. If you have any questions, do 









Department of Decision Sciences 
School of Business 
National University of Singapore 
1 Business Link, BIZ 2 Building 
Singapore 117592 
Email: g0201927@nus.edu.sg  
 










In this study, we define Internet-based B2B-EC as any transaction carried out 
between organizations in which at least one of the following activities – procurement, 
distribution, marketing, sale, delivery or payment – takes place by using the Internet. 
If you are not involved in the decision making of B2B-EC adoption, kindly pass this 
survey to the person in charge. Thanks! 
 
1. Please indicate in the past three months, did your company carry out at least one 
of the following activities with your trading partners by using any kind of 
Internet-based B2B-EC systems?  
 







If “no”, please specify the main reasons (if any) for non-participation in B2B-EC 






















In this section, we would like to identify the factors that may influence your decision 
to adopt B2B-EC and whether your company has the intention to adopt B2B-EC 
eventually. For Questions 1-8, please indicate the extent to which you agree/disagree 
with the following statement by circling the most appropriate response. 
 
Q1. Perceived Benefits 




a. Reduce my company's cost of business 
operations. 1 2 3 4 5 6 7 
b. Improve my company’s cash flow. 1 2 3 4 5 6 7 
c. Improve my company’s level of overall 
productivity. 1 2 3 4 5 6 7 
d. Enable my company to provide better 
customer service. 1 2 3 4 5 6 7 
e. Increase my company’s ability to compete. 1 2 3 4 5 6 7 
f. Allow my company to reach new customers. 1 2 3 4 5 6 7 
g. Improve our relationship with our existing 
customers. 1 2 3 4 5 6 7 
h. Improve my company’s level of operational 
efficiency. 1 2 3 4 5 6 7 
 






a. Top management is interested in the 
implementation of B2B-EC. 1 2 3 4 5 6 7 
b. Top management considers B2B-EC 
important to the organization. 1 2 3 4 5 6 7 
c. Top management has effectively 
communicated its support for B2B-EC. 1 2 3 4 5 6 7 
  






a. The technical experts (MIS personnel) have 
good performance in providing IT support. 1 2 3 4 5 6 7 
b. The technical experts have good experience in 
supporting B2B-EC related system. 1 2 3 4 5 6 7 
c. The technical experts have good expertise in 
supporting B2B-EC related system. 1 2 3 4 5 6 7 











a. My company can afford the financial cost in 
developing and implementing B2B-EC system. 1 2 3 4 5 6 7 
b. My company has sufficient employees to 
develop and implement B2B-EC system. 1 2 3 4 5 6 7 
c. My company has sufficient budget to develop 
and implement B2B-EC system. 1 2 3 4 5 6 7 
 
 






a. Most of my company’s competitors have 
adopted B2B-EC. 1 2 3 4 5 6 7 
b. My main competitors who have adopted 
B2B-EC have benefited greatly. 1 2 3 4 5 6 7 
c. My main competitors who have adopted 
B2B-EC are perceived favorably by others in the 
same industry. 
1 2 3 4 5 6 7 
d. My main competitors who have adopted 
B2B-EC are perceived favorably by their trading 
partners (business associates/business partners). 
1 2 3 4 5 6 7 
 
 




a. Most of my company’s trading partners have 
adopted B2B-EC. 1 2 3 4 5 6 7 
b. With regard to my main trading partners who 
have adopted B2B-EC, my company’s 
well-being depends on their resources 
1 2 3 4 5 6 7 
c. With regard to my main trading partners who 
have adopted B2B-EC, my company cannot 
easily switch away from them. 
1 2 3 4 5 6 7 
d. With regard to my main trading partners who 
have adopted B2B-EC, my company must 
maintain good relationship with them. 
1 2 3 4 5 6 7 
e. With regard to my main trading partners who 
have adopted B2B-EC, they are the core 
suppliers/customers in the industry. 
1 2 3 4 5 6 7 
 










a. I have little knowledge about how B2B-EC 
can be valuable to my company. 1 2 3 4 5 6 7 
b. I have little knowledge about whether 
B2B-EC is applicable to my company. 1 2 3 4 5 6 7 
c. I have little knowledge about the 
implementation process of B2B-EC. 1 2 3 4 5 6 7 
 
 






a. I tend to resist change whenever possible. 1 2 3 4 5 6 7 
b. Often, I feel a bit uncomfortable even about 
changes that may improve my benefits 1 2 3 4 5 6 7 
c. When someone pressures me to change 
something, I tend to resist even if I think the 
change may ultimately benefit me. 
1 2 3 4 5 6 7 
d. I sometimes find myself avoiding changes that 
I know will be good for me. 1 2 3 4 5 6 7 
 
 
Q9. Adoption Intention: Please complete the following questions by ticking/circling 
the most appropriate response. 
 
a. At what stage of B2B-EC development is your company currently engaged in? 
No consideration of any B2B-EC applications       
Some discussion on B2B-EC applications, but no further action  
Some consideration but no decision to have a B2B-EC application yet 
Decision to have B2B-EC applications made, but implementation in progress 
We currently use one or more B2B-EC applications 
 
b. Does your company intend to adopt B2B-EC? 
 
No Intent to Adopt 
B2B-EC 
Moderate Intent 
to Adopt B2B-EC 
Definite Intent to Adopt 
B2B-EC 
1 2 3 4 5 6 7 
 
c. How soon do you anticipate that it will have an operational B2B-EC system? 




No plans to develop B2B-EC  More than 24 months 
18 to 24 months 12 to 18 months 




Please complete the following questions by ticking the most appropriate response 
and/or by filling in the blanks. 
1. Gender:    Male             Female 
 
2. Your Age: 
 
3. Your Job Title:  
  
4. Your Education Level: 







6. I have worked ________ year(s) in this company and ________ year(s) in this 
industry. 
 




8. Total Number of Employees in your company: 













10. Annual Sales Turnover: 
< RMB 1 million RMB 1 million to < 10 million 
RMB 10 million to < 30 million RMB 30 million to < 50 million 
RMB 50 million to < 100 million RMB 100 million to <500 million 
RMB 500 million to < 1 billion > RMB 1 billion 
 
11. Ownership: 
Government Owned Private Sector 
Joint Ventures Foreigner Owned 
 
12. Do you want us to send the final results of this study back to you? 
Yes (Please send this survey back attached with your name card)     
No 
 










Thank you for your participation in this study!  
We greatly appreciate your help! 
< 10 11-30 
31-60 61-100 
101-200 >200 





成立于 1905 年 
新加坡国立大学    
                            





商务(Internet-based Business-to-Business Electronic Commerce)的调查（以下简称
B2B-EC）。这项调查旨在了解中国企业现阶段对 B2B-EC 的采用程度以及影响


















































下订单 (Ordering) 采购 (Procurement) 
市场开发 (Marketing) 配送 (Distribution) 
销售 (Sales) 递送 (Delivery) 
支付 (Payment) 开发票 (Invoicing) 
 


























我公司采用 B2B-EC 后将会 非常不同意 中立  非常同意
a. 减少公司的运营成本。 1 2 3 4 5 6 7 
b. 改善公司资金流。 1 2 3 4 5 6 7 
c. 提高公司的整体生产水平。 1 2 3 4 5 6 7 
d. 使公司可以提供更好的顾客服务。 1 2 3 4 5 6 7 
e. 增加公司的竞争力。 1 2 3 4 5 6 7 
f. 使公司获得新顾客。 1 2 3 4 5 6 7 
g. 提高与现有顾客的关系。 1 2 3 4 5 6 7 





非常不同意 中立  非常同意
a. 管理层对实施 B2B-EC 很感兴趣。 1 2 3 4 5 6 7 
b. 管理层认为采用 B2B-EC 对公司很重要。 1 2 3 4 5 6 7 
c. 管理层已经有效地沟通过对 B2B-EC 的支
持态度。 





非常不同意 中立  非常同意
a. 公司内部的技术专家（信息管理方面）在提
供信息技术（IT）支援方面有很好的表现。 
1 2 3 4 5 6 7 
b. 公司内部的技术专家在支援与 B2B-EC 相
关的系统方面有很好的经验。 
1 2 3 4 5 6 7 
c. 公司内部的技术专家在支援与 B2B-EC 相
关的系统方面有很好的技术能力。 
1 2 3 4 5 6 7 







非常不同意 中立  非常同意
a. 我公司负担得起开发及实施 B2B-EC 的费
用。 
1 2 3 4 5 6 7 
b. 公司有充足的员工用以开发及实施
B2B-EC。 
1 2 3 4 5 6 7 
c. 公司有充足的预算用以开发及实施
B2B-EC。 





非常不同意 中立  非常同意
a. 公司大部分的竞争者都采用了 B2B-EC。 1 2 3 4 5 6 7 
b. 公司的主要竞争者在其采用了 B2B-EC 后
获益良多。 
1 2 3 4 5 6 7 
c. 公司的主要竞争者在采用了 B2B-EC 后受
到了相同行业中其它公司的欢迎。 
1 2 3 4 5 6 7 
d. 公司的主要竞争者在采用了 B2B-EC 后受
到了他们贸易伙伴的欢迎。 
1 2 3 4 5 6 7 
 
 
Q6. 来自贸易伙伴的压力 非常不同意 中立  非常同意
a. 公司大部分贸易伙伴都采用了 B2B-EC。 1 2 3 4 5 6 7 
b. 对于一些已经采用了 B2B-EC 的主要贸易
伙伴，我公司依赖于他们的资源。 
1 2 3 4 5 6 7 
c. 对于一些已经采用了 B2B-EC 的主要贸易
伙伴，我公司无法轻易地转移离开他们。 
1 2 3 4 5 6 7 
d. 对于一些已经采用了 B2B-EC 的主要贸易
伙伴，我公司必须和他们保持良好的关系。 
1 2 3 4 5 6 7 
e. 那些已经采用了 B2B-EC 的主要贸易伙伴
是我公司在本行业中的核心供应商或者客户。
1 2 3 4 5 6 7 




Q7. 对 B2B-EC 的了解程度 
 
非常不同意 中立  非常同意
a. 我不太了解 B2B-EC 会给公司带来怎样的
好处。 1 2 3 4 5 6 7 
b. 我不太了解 B2B-EC 在我公司是否适用。 1 2 3 4 5 6 7 





非常不同意 中立  非常同意
a. 在可能的情况下，我倾向于抗拒改变。 1 2 3 4 5 6 7 
b. 我经常对一些改变感到不舒服，即使这些
改变会给我带来好处。 




1 2 3 4 5 6 7 
d. 我有时发现自己会逃避改变,即使我知道这
些改变会对我有利。 





a. 贵公司目前的 B2B-EC 开发在何种阶段？ 
没有考虑采用任何的 B2B-EC 系统       





b. 贵公司是否有意向采用 B2B-EC? 
 
没有意向采用       中立       有明确的意向采用
1 2 3 4 5 6 7 
 




c. 您预计贵公司多久以后将会拥有可运作的 B2B-EC 系统？ 
没有计划开发 B2B-EC 2 年以上 
18－24 个月 12－18 个月 






1. 您的性别：    男             女 
 
2. 您的年龄：  
 
 






























100 万以下 100 万～1000 万 
1000 万～3000 万 3000 万～5000 万 
5000 万～1 亿 1 亿～5 亿 























< 10 11-30 
31-60 61-100 
101-200 >200 
